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摘  要 
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Recently, web store has been an emerging industry; it attracts more consumers 
with its convenience and trendiness. It also seizes a considerable share from the real 
market, and shows flourishing growth potentials. Web store atmospheric is the first 
impression the store gives to the consumer, and follows through the entire buying 
process. Differences among atmospherics will not only show differences in 
consumers’ opinions, but give different emotions consumers may have perceived in 
the buying process as well, thus affect consumers buying desire and behavior, as well 
as the consumers’ loyalty and willingness to repeat purchase. To fully explore the 
market, studies about factors of web store atmospherics, and consumers buying 
emotions and behavior are needed. 
The Stimulus-Organism-Reaction model is applied to explore the effects of web 
store atmospherics to consumers’ buying emotions and behavior. The web store 
atmospheric serves as the independent variable, consumer’s buying behavior serves as 
the dependent variable, and consumer’s buying emotions serve as the mediating 
variable. In the study, these relationships have been tested and confirmed on the 
context of an oral care product website. Factor analysis has been used to classify the 
factors of web store atmospherics, known as hedonistic factor and functional factors. 
Studies on consumers’ buying emotion and behavior, and the analysis of difference 
between genders have gone through statistical analyses. The study reveals web store 
atmospherics affect consumers’ buying emotions and behavior significantly, as well 
as the effect of gender differences on functional factor. Finally, the study proposes 
corresponding marketing suggestions based on designing atmospherics of web stores. 
 
 














目  录 
III 
目   录 
 
第一章  绪论 ................................................................................................. 1 
第一节  研究背景与现状 ............................................................................................. 1 
第二节  研究目的与创新点 ......................................................................................... 3 
第三节  研究流程及论文结构安排 ............................................................................. 4 
第二章  文献综述 ......................................................................................... 5 
第一节  网络商店氛围的理论发展 ............................................................................. 5 
第二节  购买情绪文献综述 ......................................................................................... 9 
第三节  网络购买行为文献综述 ............................................................................... 11 
第三章  研究设计 ....................................................................................... 20 
第一节  研究构思与模型 ............................................................................................ 20 
第二节  研究变量定义及测量 .................................................................................... 21 
第三节  研究假设 ........................................................................................................ 23 
第四节  问卷设计与数据收集 .................................................................................... 26 
第五节  数据分析方法 ................................................................................................ 27 
第四章  数据分析 ....................................................................................... 29 
第一节  样本构成 ....................................................................................................... 29 
第二节  信度和效度分析 ........................................................................................... 31 
第三节  相关分析 ....................................................................................................... 35 
第四节  回归分析 ....................................................................................................... 37 
第五节  情绪的中介效果分析 ................................................................................... 39 
第六节  性别差异分析 ............................................................................................... 42 
第五章  研究结论与展望 ........................................................................... 43 
第一节  研究结论 ....................................................................................................... 43 
第二节  营销建议 ....................................................................................................... 44 
第三节  研究局限与展望 ........................................................................................... 45 
附录 ............................................................................................................... 47 
参考文献 ....................................................................................................... 56 
















Chapter 1  Introduction ............................................................................. 1 
Section I Research Background and Status Quo ........................................................ 1 
Section II Purpose and Innovations of Research ........................................................ 3 
Section III Procedure and Structure of Research ...................................................... 4 
Chapter 2  Literature Review .................................................................... 5 
Section I Theory and Research of Web-based Store Atmosphere ............................ 5 
Section II Theory and Research of Consumer Buying Emotions ............................. 9 
Section III Theory and Research of Consumer Buying Behavior .......................... 11 
Chapter 3 Research Design ........................................................................ 20 
Section I Research Framework and Model ............................................................... 20 
Section II Research Operational Variable and Measurement ................................ 21 
Section III Research Hypothesis ................................................................................ 23 
Section IV Design of Questionnaire and Sample Gathering ................................... 26 
Section V Data Analysis Method ................................................................................ 27 
Chapter 4 Data Analysis ............................................................................. 29 
Section I Basic Information Analysis ........................................................................ 29 
Section II Reliability and Validity Analysis .............................................................. 31 
Section III Correlation Analysis ................................................................................ 35 
Section IV Regression Analysis .................................................................................. 37 
Section V Analysis of Emotion as Mediator .............................................................. 39 
Section IV Analysis of Gender Difference ................................................................. 42 
Chapter 5  Conclusion and Prospects ..................................................... 43 
Section I Conclusion .................................................................................................... 43 
Section II Marketing Managerial Implication .......................................................... 44 
Section III Research Limitations and Prospects ...................................................... 45 
Appendix ...................................................................................................... 47 
References .................................................................................................... 56 
















图 1.1 中国网民规模及普及率 ........................................... 2 
图 1.2 本文研究流程 ................................................... 4 
图 2.1 传统商店氛围特征的分类 ......................................... 6 
图 2.2 消费者对网上购物的 S-O-R反应模型 ............................... 7 
图 2.3 环形模型 ...................................................... 10 
图 2.4环形模型 ....................................................... 11 
图 2.5 网络购买行为研究理论研究模型总述 .............................. 12 
图 2.6 网络购买态度与行为的理论研究模型 .............................. 14 
图 2.7 计划行为理论 .................................................. 15 
图 2.8 交易成本理论 .................................................. 16 
图 3.1 整体研究模型 .................................................. 21 
表 3.1 网络商店氛围相关定义及操作性测量 .............................. 22 
表 3.2 购买情绪相关定义及操作化测量 .................................. 22 
表 3.3 购买行为相关定义及操作化测量 .................................. 23 
表 3.4 前测各网站均值总和详情 ........................................ 27 
表 4.1 调查样本人口统计特征 .......................................... 29 
表 4.2 调查样本网上购物行为特征统计表 ................................ 30 
表 4.3 初始变量的 KMO测度和巴特利特球体检验结果 ...................... 31 
表 4.4 初始变量因子分析结果 .......................................... 32 
表 4.5 初始变量的描述统计值 .......................................... 33 
表 4.6 购买情绪的 KMO测度和巴特利特球体检验结果 ...................... 33 
表 4.7 购买情绪因子分析结果 .......................................... 33 
表 4.8 购买情绪的描述统计值 .......................................... 34 
表 4.9 网络购买行为的 KMO测度和巴特利特球体检验结果 .................. 34 
表 4.10 网络购买行为因子分析结果 ..................................... 35 















表 4.12 网络商店氛围与购买情绪的相关分析 ............................. 36 
表 4.13 购买情绪与网络购买行为的相关分析 ............................. 36 
表 4.14 逐步回归模型总体参数和方差分析 ............................... 37 
表 4.15 逐步回归的回归系数与显著性系数检验表 ......................... 37 
表 4.16 逐步回归模型总体参数和方差分析 ............................... 38 
表 4.17 逐步回归的回归系数与显著性系数检验表 ......................... 38 
表 4.18 逐步回归模型总体参数和方差分析 ............................... 39 
表 4.19 逐步回归的回归系数与显著性系数检验表 ......................... 39 
表 4.20 初始变量和网络购买行为的相关分析 ............................. 40 
表 4.21 逐步回归模型总体参数和方差分析 ............................... 40 
表 4.22 逐步回归的回归系数与显著性系数检验表 ......................... 40 
表 4.23 愉悦度对网络商店氛围与网络购买行为的中介效果 ................. 41 
表 4.24 激励度对网络商店氛围与网络购买行为的中介效果 ................. 42 













第一章  绪论 
1 
第一章  绪论 
绪论部分主要内容包括以下几个方面：首先介绍本文的研究背景与现状，其
次说明本研究的目的及创新点， 后提出本文的研究流程。 




















计报告》显示，截至 2010 年 6 月底，我国网民规模已经突破 4 亿关口，达到了
4.2 亿，较 2009 年底增加 3600 万人。互联网普及率攀升至 31.8%，与 2009 年底
















图 1.1 中国网民规模及普及率 




突出。截至 2010 年 6 月底，网络购物的使用率为 33.8%，用户规模达到 1.42 亿，
半年用户规模增幅为 31.4%，增速在各类网络应用中排名第一。CNNIC 的报告
还显示，2009 年上半年，全国网络购物消费总金额已达到 1195.2 亿元[7]。2009




















































































本文的研究步骤及流程如下图 1.2 所示： 
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5 
 






































氛围(store atmosphere)；（3）商店戏剧(store theatrics)[21]。 
 
 





行了检验。例如，研究者对音乐（Hui et al，1997）、灯光（Golden and 
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